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Project background
Caring Across Generations (CAG) is working to create power around communities of care. Older people, 
people with disabilities, and others deserve compassionate, competent care. And the paid experts and 
family members who provide that care deserve respect, a living wage, and an ecosystem of support.  

The question is how to tell this story and where. CAG has partnered with Harmony Labs to explore 
existing audiences for care. This report, the second of two, describes how audiences, defined by their 
core values, experience narratives about aging and eldercare in the media they consume. Specifically: 

• The places where they see narratives about aging and eldercare 
• The kinds of aging and eldercare narratives they encounter online 
• What new narratives about aging and eldercare might reach them  

The findings of the two reports will support a communications strategy that reaches audiences where 
they spend their time with content that can connect with, and move them toward a vision of communities 
of care.
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Methods & data

3

For this report, Harmony Labs combined a values-based audience segmentation with opt-in internet 
and television panel data, touching 200,000+ Americans and offering a minute-by-minute view into 
the content audiences care about, wherever they consume or create it. 

We analyzed internet and television viewership and aging and eldercare content between June 
2020 and March 2021 by matching online media to a set of keywords related to aging, long-term 
care, and in-home, long-term care, according to the CAG audience segmentation presented in the 
“Audience Definition Memo.” We represent rate of topic encounters on internet platforms using 
reach—the percent of daily users on a platform who encounter content about a given topic. 

We also share a qualitative analysis that distinguishes the major themes of the aging and care-
related content that viewers consume. 



Aging reach x platform
We looked at consumption of aging content across 4 media types: 
YouTube, Search, News, and TV Ads. We excluded aging topics like 
retirement and “anti-aging” and only included content about 
“getting older,” “aging parents,” and the “elderly.”  

Across these platforms people rarely encounter or seek content 
related to aging, care, or home care. The place they are most likely 
to encounter it is TV Ads. 4.7% of daily users watch a program that 
has at least 1 ad related to aging or care. (We didn’t represent this 
in visualization to the right, in order to keep consistency in the 
scale.) However, this is likely an over-estimate, as viewers may not 
see all of the ads associated with a program. 

On the other platforms, users are mostly likely to see aging or care 
content in the news, but even this only reaches on average of 
0.36% of the total audience each day. 
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Aging in context of care
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Among audiences who view aging content each day, we 
expected to see that they consumed lots content about 
aging abesent any mention of care. However, stories about 
aging in the context of care were actually much more 
common than stories about aging alone. Nursing homes in 
particular are a big theme in this kind of content, partly 
because those facilities were the locations of COVID 
outbreaks, but also because the whole narrative of care 
seems to be coded by “nursing home” and dominated by 
stories of care facilities specifically. 
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Care calami!
The most common narrative, across audiences in the 
content about aging and eldercare people view, 
represents the experience of aging and receiving care as 
calamity, rife with vulnerability, violence, and risk. COVID 
looms large. And care settings show up as dangerous 
places. While nurses and doctors received widespread 
support throughout the pandemic, paid caregivers were 
often presented as threats to people who need care. 

https://www.youtube.com/watch?v=Xbw89jgOF3E
https://www.youtube.com/watch?v=2xlol-SNQRU
https://www.youtube.com/watch?v=CSQrWOwA1C8
https://www.thecity.nyc/2021/4/20/22392871/older-asians-face-a-hate-hidden-nypd
https://www.youtube.com/watch?v=WsgAWOxjrmo
https://www.nytimes.com/2021/01/10/us/coronavirus-vaccine-florida.html
https://www.nytimes.com/2021/04/28/nyregion/cuomo-aides-nursing-home-deaths.html
https://www.nbcnews.com/news/asian-america/suspect-charged-murder-after-death-75-year-old-asian-man-n1260870
https://www.foxnews.com/politics/cuomo-silent-watchdog-report-policy-over-1000-nursing-home-deaths
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Care calami!
/news

The CARE CALAMITY narrative can have slightly different 
flavors for different audiences, across different platforms 
and media types. The news that TOUGH COOKIES and 
DON’T TREAD ON ME consume about threats, vulnerability, 
and violence as related to care tends to be more political 
than PEOPLE POWER and IF YOU SAY SO, although PEOPLE 
POWER consumed news that asserted Trump’s responsibility 
for the pandemic response. News consumption was 
markedly lower for IF YOU SAY SO compared to other 
audiences.
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Care calami!
/ads

While aging and care content have relatively high reach in 
TV ads, media about aging makes up a fairly small portion 
of all TV ads. In over a half million TV ads analyzed, only 
~1,500 clips featured content related to aging, including 
repeat airings of the same ad. AARP, healthcare, and TV 
news related to COVID account for a large portion of those 
ads. AARP’s recent campaign leans into the Elders at Risk 
narrative, position itself as their “Fierce Defender.” 

Although outside of the scope of this analysis, TV 
infomercials and local news are other places where viewers 
are likely to encounter stories about aging and elder care.

“We’re saying good morning to “the 
home aides" - a Connecticut based 
company that provides private and 
affordable non-medical home care to 
seniors…”

“So how do personal injury law firms address that need? This is a 
particularly heartbreaking, set of situations happening in our 
country. You are right, Tony, although nursing home abuse isn't a 
new problem…”

INFOMERCIAL

“Warning this may be hard to watch a Tennessee home care 
nurse is accused of abusing a child with cerebral palsy.”

“We're paying home care providers $177 million on behalf of 
behalf of Westchester…”

LOCAL NEWS

https://www.aarp.org/wisefriend/
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Care calami!
/youtube

Because it contains a little of every kind of content, 
YouTube is a great place to see how each audience seeks 
out stories in the parts of the culture they like to occupy.  

PEOPLE POWER, IF YOU SAY SO, and DON’T TREAD ON ME are 
all largely consuming the calamity care narrative on 
YouTube. PEOPLE POWER consumes this narrative with 
humor, IF YOU SAY SO in mainstream news, and DON’T 
TREAD ON ME in right-wing news. Some TOUGH COOKIES 
may be reaching for some other narrative. 
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Helping hands
/counterpoint

Occasionally, audiences seek and find lighter, happier 
stories, in which young people assist elders. Elders in 
these stories tend to be in need, but are treated with 
dignity and respect. 

https://www.youtube.com/watch?v=91hDLKWlBZY
https://www.youtube.com/watch?v=O5YIEmSWcMk
https://www.youtube.com/watch?v=9Yawwl3W0ZQ
https://www.nytimes.com/2020/11/01/us/politics/coronavirus-nursing-homes.html
https://www.nbcnews.com/news/us-news/meet-some-vaccine-fairies-helping-vulnerable-americans-book-appointments-n1263071
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Care encounters x audience
Although the CARE CALAMITY narrative 
predominated across all audiences, there were 
some important differences, nuances, and patterns 
in how our four different audiences tended to 
encounter care-related content.   



Aging inequities
PEOPLE POWER, part of CAG’s base audience, frequently 
see older Americans and aging in the context of inequity. 
In these equity stories, “elders” are referred to 
respectfully, but in the context of fearing for their safety. 
The authors are rarely elders themselves; they are 
advocates. Some of these stories are overtly political, 
blaming parties and politicians for hurting elders, and the 
tone is frequently angry.
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“All our Asian-American elders have been exposed to 
constant threats and attacks during the pandemic.”

"I know lots of elderly people in my community 
who are struggling to get vaccinated,"

https://californianewstimes.com/the-short-home-tackles-asian-american-identity-racism/262519/
https://www.nbcnews.com/news/latino/brazil-s-indigenous-communities-mourn-elders-deaths-loss-their-knowledge-n1259143
https://time.com/5948949/anti-asian-racism-white-adoptive-family/
https://www.nbcnews.com/news/us-news/blacks-hispanics-are-being-short-changed-covid-19-vaccines-florida-n1259204


Late-night comedy
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When PEOPLE POWER views content about aging or 
eldercare in entertainment, it often comes in the context 
of comedy, especially late-night comedy.  

During the pandemic, SNL featured a family paying a 
socially distant visit to their grandmother. Late night 
hosts, including Jimmy Kimmel, paid tribute to 
healthcare workers, and, in this case, featured a nurse 
who worked at an assisted living facility.

https://www.youtube.com/watch?v=M43Oukqr2Rw
https://www.youtube.com/watch?v=hHinXnVlMe8


Comedy & power
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/opportuni!
Older people can retain their sense of humor and their 
personal power, even while needing increasing amounts 
of care. Showing characters with these qualities not only 
represents them with strength, but also helps engage IF 
YOU SAY SO, who do not typically engage in aging-
related media, as well as PEOPLE POWER and TOUGH 
COOKIES. 

https://www.youtube.com/watch?v=MecU2keW54I
https://www.youtube.com/watch?v=lqAtdo19rUE&t=3s
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TOUGH COOKIES, who are equally likely to be Democrats 
or Republicans, actively seek out news content and 
consume a lot of it. During the pandemic, much of the 
aging content they saw involved COVID, and the 
controversy of Governor Cuomo and nursing home 
deaths became a hot topic.

COVID curious

https://apnews.com/article/coronavirus-vaccine-bypass-some-older-adults-374da36856dd9428643db2c3e85564da
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Honoring the elderly
TOUGH COOKIES viewed more content with older 
characters than other audiences. The older characters 
tend to be either highly able and not in need of much 
care or, sometimes, in need of a large amount of care. In 
this media, aging and its discomforts are sometimes 
made light of. However, this is done in a way that older 
audiences are able to identify comfortably and 
commiserate.

https://www.youtube.com/watch?v=OT8AdwV0Vkw
https://www.youtube.com/watch?v=vPFCn3itBFE&t=317s
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Bridging the care gap

There may be an opportunity to bridge the gap between 
needing no care and needing a lot of care by showing 
older characters who need a higher level of care that 
might burden a family, but is manageable with the 
assistance of professional caretakers.

/opportuni!

https://www.youtube.com/watch?v=dkiJcNUXMA8
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Rarely seen
IF YOU SAY SO views media featuring older characters 
less frequently, and, when they do, these characters 
and the situations they are in are often incidental to 
the plot. Breaking Bad, for example, has a plot line 
involving a nursing home. Assisted Living, a Tyler 
Perry show about a family that buys an assisted 
living facility, primarily features the family as 
characters, not the facility residents.

https://www.youtube.com/watch?v=_qTn9aVPP5I
https://www.youtube.com/watch?v=I8C_EYY5sR8
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DON’T TREAD ON ME is steeped in the same kind of overtly 
political conservative content as TOUGH COOKIES, but they’re 
also seeing disinformation that uses fear for vulnerable 
elders as an on-ramp to disinformation and conspiracy 
theories about vaccines, politics, and other topics.

Disinfo on-ramp

(The case involves claims of vote harvesting at 
assisted living centers in Medina county in the 
2018 election.)

https://www.theepochtimes.com/4-arrested-in-texas-on-150-counts-of-voter-fraud_3715419.html
https://www.theepochtimes.com/mkt_app/deaths-of-elderly-who-recovered-from-covid-19-but-died-after-vaccine-raise-questions_3692259.html


20

Care encounters x search
When people seek out content about aging and care, 
they are almost always seeking information about how to 
find a care solution for someone or how to find a job as a 
care professional. This is a potential context for effective 
narrative intervention and merits additional exploration.  

So we created two case studies centering search behavior 
in one 24-hour period for two audience members. These 
case studies derive from real audience encounters with 
search and care content, but we shuffled together 
content consumed by multiple audience members to 
surface important characteristic patterns and features, 
while protecting privacy. We call these case studies 
synthetic behavioral profiles, or “synths.”
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SEEKER is an illustration of a typical “getting care” online search episode. The most important thing: it is 
protracted and uninterrupted. SEEKER spends almost an hour very early in the morning seeking local 
care options. The long window of dedicated time suggests that getting care—for themselves or a loved 
one—is very important to SEEKER, not just something that came up casually in some other context.  

As we follow SEEKER through this experience take note of how information and marketing intersect and 
overlap. This is not a planning or learning experience: it is shopping. 
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SEEKER visits the same sites several times, exploring 
for several minutes each time. 

One of the sites SEEKER visits mentions home care, 
but doesn’t offer a decision architecture. It contrasts 
“Home Care” with “Affordable Care” and with 
“55+ Living.”
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We don’t know if SEEKER is looking for care for 
themselves or someone else. (Many audience 
members with this profile are in their 70’s.) But 
their searches reflect their questions and concerns. 
The term “independent” comes up again and 
again; so does the cost of care. 
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Late in the search session, SEEKER lands on a commercial site that 
again mentions “home care” without a decision architecture that 
might make SEEKER feel confident in seeking or choosing care.  

None of the site’s navigation speaks to cost or independence, the 
two concerns that have come up for SEEKER in this session. 
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This session ends as SEEKER returns to their email, Facebook and news. 
SEEKER has encountered lots of different locations for living, but few 
guidelines about what they can ask for or hope to experience in a care 
situation.  

One reason that it is difficult for audiences to connect with caregivers as 
partners in the care experience may be that the experience of researching 
and acquiring care treats care and the caregiver as a product. 
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CAREGIVER is an illustration of a typical “how to become a caregiver” online search episode. In the 
morning, CAREGIVER seeks information about how to open an assisted living facility in Minnesota, and, 
later in the morning, how to open a nurse staffing agency. In the evening, CAREGIVER seeks out 
information about education and majors at two North Dakota Universities, either to attend themselves 
or possibly for potential employees. In the middle of the day, CAREGIVER searches for an incarcerated 
person in Florida and spends time on websites that send packages to incarcerated persons.
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CAREGIVER’s first online activity in the morning is seeking 
information about opening up an assisted living facility 
in Minnesota, including pertinent state regulations, 
online Skillshare classes about building a business, and 
some informational videos on YouTube. CAREGIVER hops 
back and forth between Google and these sites.
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In the mid-afternoon, after a little shopping, CAREGIVER does 
some personal caregiving. They search for an incarcerated 
person in Florida. Later, they return to Google to find a way to 
send a pack to incarcerated persons. Afterward, they return to 
Google, and head to a website that provides healthcare 
information for students and practicing healthcare professionals. 
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After another hours-long break, in the evening, CAREGIVER returns to Google to find and 
explore two North Dakota universities: NDSU and UND. CAREGIVER could be thinking 
about their own education or how to find others who might one day staff the assisted 
living facility or nurse staffing agency that they explored building earlier that day. 

While CAREGIVER may be an entrepreneur or student, their online behavior shows that 
they spend much of their day thinking about how to care for others personally and how 
they might build a career caring for people professionally. 
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